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INTRODUCTION
Local agro -food products may have major implications for the economic, cultural and environmental sustainability of tourism destinations, with researchers arguing that a focus on locally sourced products can result in benefits for both hosts and guests (Torres, 2002; Boniface, 2003) .
Local foods are considered as an important component of tourism products, creating memorable travel experience for the tourists (McKercher et al., 2008; Robinson and Getz, 2014) . There is great potential for food producers in tourist destinations to add value to their products by creating a special experience for tourists (Hjalager and Richards, 2002) .
Food is one of the most distinctive marketing components for a destination (Kim et al., 2009; Björk and Kauppinen -Räisänen, 2014) , the focus on particular types of local foods can be helpful in developing the sustainability of the local economy through tourism.
"The local food holds much potential in enhancing sustainability in tourism; contributing to the authenticity of the destination; strengthening the local economy; and providing a more environmentally friendly infrastructure" (Du Rand et al., 2003) .
However, information about local agro -food should be easily accessible to tourists through different sources when they are searching for information about their travel, destination and special offers. This search includes internal and a larger number of external sources of information. Information stored in one's own memory is an internal source of information. Brščić et al. (2013) affirm, the Internet offers various opportunities for promotions and for those who sell and buy agrotourism products and it is important to "be in trend". The search process often encompasses a larger number of external sources of information, including recommendations from friends and family, specialized literature, consultations with professionals and the Internet as an increasingly common source (Ho et al., 2012) . Fodness and Murray (1999) stated that information in the context of the tourism industry can be classified by source (commercial versus non-commercial) and by type (personal versus impersonal). This traditional classification reflects an outdated notion that consumers prefer traditional sources of information, e.g., agencies searching for information about the destination by making direct contact with service providers (Heung, 2003) . The epochal and rapid increase of the use of the Internet has enabled the mass usage of different electronic media as sources of information in the trip planning process (Gretzel and Yoo, 2008; Liang et al., 2013) , making the Internet one of the most important sources of information in tourism (Frías et al., 2012) .
A new generation of tourist websites, so-called Travel 2.0 or Web 2.0, provides tourist information in a very different way compared to not only the traditional sources of information used in tourism, but also the previous generation of tourist websites. Web 2.0 makes it possible for tourists to experience a fully interactive relationship with the online medium by encompassing a bunch of tools or applications. Tourists can share their travel experiences online (i.e., destination websites, hotel and other accommodation websites, social networks focusing on trips, discussion forums, blogs), post personal comments combined with multimedia objects (pictures, videos, augmented reality, etc.) and get interactive comments and feedbacks from other users (Nielsen and Liburd, 2008; Dominguez and Araujo, 2012, cited in Hernández-Méndez, et al., 2015) .
The advantages of the Internet, such as availability, convenience, interactive communication, and unlimited time boundaries (Kim et al., 2009) , have made it an indispensable decision-making tool for the modern traveller who is rich in money but poor in time (Dunne et al., 2011) . There are multiple reasons for tourists to seek information about destinations on the Internet. Saving time and ease of use are among the main reasons for tourists to search for information online (Heung, 2003) .
Most tourists who use the web as a source of information express satisfaction with their experiences (Fesenmaier et al., 2009 ).
Recent research showed that the Internet is the most common source of information for tourists before Original scientific paper DOI: /10.5513/JCEA01/20.2.2127 Oplanić et al.: The internet as a source of information about local agro -food products... they take a trip (Ipsos MediaCT, 2014) because 41% of tourists and 50% of business travellers create their travel plans using information from the Internet. The majority of tourists in the US used the Internet as a source of information when planning a trip (Litvin et al., 2008) , a trend that has increased significantly in recent years (Dominguez and Araujo, 2012 cited in Hernández-Méndez, 2015; Ipsos MediaCT, 2014) .
The Google Travel Study (Ipsos MediaCT, 2014) was conducted using a sample of 5,000 tourists who travelled at least once every half-year period. It found that most online users prefer to use the main Internet search engines (e.g., Google, Yahoo) rather than specialized tourism search engines when planning a travel. Internet search engines were used by 64% of respondents for tourist trips and by 56% for business travel. Specialized web portals (e.g., Tripadvisor, Expedia) were used in 52% of cases for planning tourist trips and 55% for business travel. Looking at hotel guests only, it was found that 81% of business and 67% of private guests search for information about hotel accommodations through search engines. Other research has found that Google, YouTube and Facebook are the most visited websites worldwide (World Economic Forum, 2017 ).
According to research by the Pew Research Center about demographic characteristics of social networks users, social networks are being used by members of the younger population, mostly from 18 to 29 years of age. The most popular social network is Facebook, which is used by 67% of the total Internet user population, followed Twitter with 16% of users (Duggan and Brenner, 2013) . In the actual era of Web 2.0, the Internet plays an enormous role as the most widely used source of relevant tourist information, including information about potential destinations, services and activities. Proper design of tourism websites, especially the official DMO's websites, is crucial in marketing food tourism because it can assure the efficient and high visible presentation of all essential information for tourists (Horng and Tsai, 2010) . This research takes into account the importance of local agro -food as a part of gastronomy in tourism destinations (Du Rand et al., 2003) and focuses on use of the Internet as a source of information in the decisionmaking process when selecting a tourist destination (Gretzel and Yoo, 2008; Dunne et al., 2011; Frias et al., 2012; Liang et al., 2013) .
The purpose of this paper is to explore usage of the Internet in relationship to local agro -food products of tourist destinations. The goals of the paper are twofold.
The first is to examine availability of information about local agro -food products using different Internet tools, while the second is to predict what types of websites are related to tourists' search for information about local agro -food products with respect to responders' demographic characteristics.
MATERIALS AND METHODS
Two separate studies were conducted to examine usage of the Internet in relationship to local agro -food products of tourist destinations. The first study focused on tourists' usage of the Internet and social networking websites in tourism contexts, while the second study examined the content of different tourism-related websites about local agro -food products.
The study on tourists included those tourists who visited nine seaside tourist resorts in Istria County tourist destinations: Umag, Novigrad, Poreč, Vrsar, Funtana, Rovinj, Pula, Medulin and Rabac. It was conducted from July to September 2015 and was carried out in 20 hotels and six camping sites through a self-completed questionnaire. Tourists were approached by trained researchers and asked to participate in the survey.
The researcher explained the purpose of the survey, said that the survey was anonymous and handed out a questionnaire in the appropriate language. During onsite data collection in hotels, researchers were stationary while responders were mobile, while at camping sites, researchers were mobile while responders were stationary (Veal, 2006) . A convenience sample was used.
Hotels and camping sites were preselected based on location, i.e., they were located in seaside tourists resorts and each hotel's capacity was from 100 to 500 rooms, while camping sites' capacity varied between 1,000 and 5,000 people.
A questionnaire was constructed to gather data that In all, 2000 questionnaires were prepared and handed out to the respondents; 1554 questionnaires were accepted for analysis. Data were processed using univariate and multivariate statistics. Univariate statistics were used for general description of the sample, while multivariate statistics were used to predict tourists' searches for information about traditional agro -food products. Logistic regression was used to predict tourists' searches for information about traditional agro -food products and to avoid the problem of overestimation of significance (Dolnicar, 2008) . To predict tourists' searches for information about local agro -food products, a twostage process was adopted (Dolnicar, 2008) . Responders were first segmented based on their demographic characteristics, namely gender, age and education. Then
Original scientific paper DOI: /10.5513/JCEA01/20.2.2127 Oplanić et al.: The internet as a source of information about local agro -food products... they were grouped based on whether they searched for information about traditional agro -food products when they were planning their vacations. Criterion, i.e., the dependent variable, was binary coded (searched for information/did not search for information) (Field, 2005) . words that were used to describe agro -food products offered in Istria County; 2) usage frequency of the following words used in relationship to products offers:
"traditional", "typical", "autochthonous", "homemade", "origin" and "local"; and 3) foreign languages available on websites. This research also included a search for results provided by four web search engines (Google, Bing, Yahoo and Ask). When using search engines, the words "food and beverage Istria" were used along with the words "traditional", "typical", "autochthonous", "homemade", "origin" and "local" in Croatian and three foreign languages (English, German and Italian). This part of the research focused on results provided by each of several search engines and examined the sources of the first ten results.
RESULTS AND DISCUSSION

Characteristics of tourists
The proportion of female responders (54%) was slightly higher than that of males. Most of the responders were between 35 and 54 years of age (53%). The majority of responders had obtained some kind of higher education level (58%). The responders had different backgrounds and occupations. Most stated that they were employees (56%), while 13% were self-employed or freelance. Most responders were from Austria (23%), about 18% were from Italy and 17% were from Germany. Most of the responders stated that their monthly net income was between €1,000 and €2,000 (31%). They mostly were staying in the accommodation facility for the first time (82%), but most of them had already visited Istria County as a tourist destination (52%). The Internet was mostly used to search for information about accommodations (71%) and beaches (51%) ( Table 1 ). This situation may be directly linked to the perception of Istria as being a tourist destination offering "sun and sea vacations". Travel social sites (64%) and web browsers (41%) were the most used tools of those responders who searched for information about traditional agro -food products (Table 1 ), but they were also the most used tools even for those responders who did not search for information about local agro -food products.
Tourists' search patterns
Demographic characteristics have a certain impact on usage of the Internet (Gretzel et al., 2007; Matzler et al., 2008; Fesenmmaier et al., 2009; Huang et al., 2009; Yoo and Gretzel, 2010; Bronner and de Hoog, 2011; Del Chiappa, 2011) . Several different logistic regressions were for female responders was significant ( Table 2) . The model explained between 3.5% and 6.6% of variance. Significant predictors of female responder tourists' searches for information about traditional agro -food products were social networking sites and travel social networking sites.
Considering responders' age as an important determinant in usage of the Internet, tourists were divided into three groups: young (from 16 to 34), middle (from 35 to 49) and old (50 and older) (Matzler et al., 2008) . Three logistic regressions were done (Table 3) Responders' education was recoded into two categories, so two models emerged. Both models were significant (Table 4 ). The first model, i.e., high school and less, explained between 3.7% and 9.1% of variance, while the second model, i.e., college and more, explained and Nielsen and Liburd (2008) . Social networking sites
Original scientific paper DOI: /10.5513/JCEA01/20.2.2127 Oplanić et al.: The internet as a source of information about local agro -food products... ***α significant at 0.001, **α significant at 0.01, *α significant at 0.05 were a source of information that was most likely used by women, younger tourists and tourists who obtained higher education levels, while on-line travel agencies are a source of information for younger tourists and tourists who had obtained higher education levels. These findings partially support the results of previous researchers (Gretzel et al., 2007; Fesenmmaier et al., 2009; Yoo and Gretzel, 2010; Bronner and de Hoog, 2011; Del Chiappa, 2011; Munar and Jocobsen, 2013) .
When searching for information about tourist destinations' attributes, tourists can use different tools.
Web search engines are such tools. To determine the availability of information about local agro -food products in Istria County, four different web search engines (most commonly used by tourists) were used.
Searches were conducted in four languages, i.e., Croatian, English, Italian and German. For browsing purposes, the key words "food and beverages Istria" were used. Six additional words were used along with the key word:
"traditional", "typical", "autochthonous", "homemade", in Istria County. However, when using the key words alone or combined with additional words, the maximum number of search engine results for Istria Tourist Board and local tourists' boards in Istria County was three (Table   5 ). Web search engines usually showed only one result for tourist boards' websites.
Tourism companies represent a crucial stakeholder in tourism because they provide the basic attributes (accommodation and catering), so presentation of tourist destinations through their websites plays an important part in the process of acquiring information about destinations. Tourist boards, municipalities and towns in Istria County were included in this research.
Seven larger tourism company websites were analysed.
Every website had information about local agro -food products in Istria County. The term they mostly used for describing it was "Mediterranean", e.g., cuisine, taste.
The word "local" was the most commonly used word to describe agro -food products and dishes that are typical for the destination (Table 6) products, and the term that was used to describe them was "autochthonous".
Other important stakeholders for the tourism sector like municipalities and towns provided very little information about tourism in general, and information about local agro -food products was practically nonexistent. In promoting traditional agro -food products through the Internet, a main focus should be on travel social networking sites. Social networking sites and on-line travel agencies sites may be used to focus on a particular segment of tourists. Original scientific paper DOI: /10.5513/JCEA01/20.2.2127 Oplanić et al.: The internet as a source of information about local agro -food products...
CONCLUSIONS
The findings of this paper suggest that in the context of developing sustainable tourist destinations in Istria, additional efforts should be made to simplify and facilitate the process of finding information about local Istrian agro -food products. Harmonization of terminology used to describe local Istrian agro -food products is strongly recommended to all important stakeholders for the tourism sector. This would increase visibility on web search engines. Furthermore, it would be helpful that some crucial tourism stakeholders (other than tourist boards) to include relevant, accurate and detailed information about local agro -food products on their own websites. This is particularly significant for crucial stakeholders located in rural parts of Istria (tourist companies and facilities, towns and municipalities, etc.), keeping in mind that most local groceries originate from these rural areas that in fact spatially cover almost all the territory of Istria.
The Internet as a source of information enables multiple usage of the same digital information by different users, and that should be viewed as a certain support for sustainable development of tourist destinations.
Promotion of local agro -food products aids in promoting local values and culture, so using the Internet to promote local agro -food products creates a synergy in sustainable development of tourist destinations. 
